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Dynamic Business Planning
BY HAROLD L . COLTMAN

Manager, Management Advisory Services, Portland Office
Presented before the Annual Convention of Oregon
Consumer Finance Association, Portland— October 1960
PLANNING can be defined as the process of selecting the
course of action to be followed after evaluating all reasonable
alternatives. Thus, sound comprehensive business plans determine
the business that a company will be in, set the direction in which it
will go, and fix the activities that will be carried out.
The key planning decisions in any given situation can be grouped
into two broad categories: (1) one-time or irregularly recurring
decisions on major alternative courses of action, and (2) decisions
reflected in the annual operating plans of the business.
BUSINESS

ONE-TIME, IRREGULARLY RECURRING DECISIONS

This category includes—but is not limited to—decisions required
in:
•
•
•
•
•

Getting into or out of a business
Merging with or acquiring a business
Expanding or acquiring facilities
Choosing among alternative methods of operation
Revising the line of products or services to be offered

In this area of one-time, irregularly recurring decisions, economic
analyses and revenue—cost-profit projections are essential to reaching
an informed decision on a specific planning proposal. It requires the
development of basic procedures and techniques that will enable the
company to reach fact-founded decisions on a continuing basis. For
example, analytical procedures must be worked out and followed for
the different types of one-time decisions. These would specify the
factors to be considered, the data to be gathered, and the manner in
which the data are to be analyzed and evaluated. In addition, it is
necessary to set approval limits and establish reviewing authorities.
Finally a reporting system must be designed to enable management
to appraise their planning effectiveness—over all and in terms of
specific projects.
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OPERATING PLANS

Operating plans are the recurring plans that cover the aggregate
performance of a company and each of its segments over a specified
period of time. These plans should be made up of a series of integrated
departmental programs calling for the use of money, manpower, and
facilities in ways that will achieve the defined current period and
longer-term objectives of the company as a whole.
Among other things, this work will include: (1) identifying the
major factors and elements of performance on which company success
depends; (2) determining the types of operating plans, end-result goals
and action programs that must be developed; (3) identifying the types
of information regarding company objectives, economic and competitive conditions, financial, manpower, and facilities limitations, unit
performance standards, cost, and profit projections that must be
supplied to operations planners; (4) laying out the responsibilities,
procedures, and techniques for developing, presenting, testing and
approving operating goals and programs; and (5) developing budgeting and profit-planning procedures for converting operating plans to
financial plans. It is in regard to the operations-planning aspect of
business planning that we must remember, that financial-accounting
tools cannot, by themselves, meet management's total planning needs.
One reason is that the accounting system does not measure many
elements of performance on which the long-term success of the business is often most dependent. Thus, the profit and loss statements will
not tell until too late whether the company is failing to cultivate new
and expanding markets or whether its research effort is properly
focused and effective. Further, these financial-planning tools only
"price-out" the profit impact of alternatives without regard to the
extent and caliber of the underlying planning.
CHARACTERISTICS OF D Y N A M I C BUSINESS P L A N N I N G
M y concept of business planning is that it needs to be a great
deal more than annual budgeting or "profit planning" as they are
carried out in most companies. More specifically, I suggest there are
eight criteria to be met if the planning process is to be a dynamic force
in the running of a business instead of a fruitless and burdensome
accounting exercise. These eight characteristics of dynamic planning
are that:
• It is profit-focused
• It is operations-oriented, not finance or accounting-oriented
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• It covers long-range objectives and programs as well as those
for the current year
• It is a plan of action—not a prediction or forecast
• It is built out of the individual cells or building blocks that
represent the elements to which effort will be applied
• It is highly integrated
• It stretches the organization to achieve outstanding results
• It is flexible enough to be adapted to basic underlying changes
Now, let us examine each of these eight criteria more critically to see
why they are so important to the planning process.
PROFIT FOCUS

The first characteristic of dynamic business planning is that all
plans are evaluated and, in their final form, are expressed in terms of
their anticipated impact on profits. Meeting this particular criterion
means that the planning process should have the following supplementary characteristics:
a) It should continually focus attention on and make provision
for setting goals and programs for each of the unique factors
governing success in that particular business. These factors
are the major elements of performance that over the years will
largely determine the growth, profitability, industry position,
and competitive strength of the company.
b) It should be an imaginative, resourceful, and far-reaching type
of analysis aimed at identifying a wide range of alternative
courses of action and evaluating the relative commercial attractiveness of each. A s an example, in the development of
marketing plans, this process of evaluation calls for thinking
through the likelihood of success and the commercial significance of success on each alternative—that is, the volume or
profit results, the effect on company position in a given market,
or any other anticipated result. To facilitate this phase of the
planning process means that the structure of the accounting
system must be so arranged that the planner is able to project
quickly the profit impact of a large number of alternatives.
c) Finally, it should inject commercial thinking even into planning
the staff and service activities of the business (that is, all other
activities in addition to sales and operations). This means
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challenging the profit-making value of each proposed expenditure. Here the objectives should be not so much to control
expense as to ensure that each specialized activity makes its
maximum possible contribution to the success of the business.
OPERATIONS ORIENTATION

Probably the most important of all the characteristics of dynamic
planning is that it be operations-oriented rather than financial or accounting-oriented. This means that the type of planning with which
we are concerned is not limited to the areas delineated by such terms
as "financial planning," "budgeting," "profit planning," "dollar model
of the business," and the like. This does not mean that the activities
suggested by these various terms are not a major part of management's responsibility, for they always have been and, unquestionably,
will continue to be so in the future. For example, annual profit planning is clearly one of the main control devices available to management. This is true for at least two reasons: (1) such short-term dollar
plans are the mirror in which all performance results are ultimately
reflected; and in addition (2) they probably represent one of the best
ways of providing an organization with the system and the discipline
that must underlie all organized planning.
But the point to be stressed is that annual profit planning, by itself, is far from enough—to meet either the short-term or long-term
requirements of a company. This is true because many of the most
dynamic forms of planning do not fall within the framework of the
annual profit plan. Therefore, we must not let ourselves fall into the
trap of assuming that business planning is circumscribed by the limits
of the accounting system.
There are two specific ways in which dynamic planning is, in
fact, operations-oriented.
First, it is carried out by operating people and is regarded by them
as one of their primary tools for running the business. The role of
financial personnel is simply a facilitating and coordinating one—to
see that the planning process is carried out on time, to cost out alternative courses of action, and to coordinate the plans of all segments of
the business into a single over-all plan expressed in dollar terms.
Second, and perhaps more important, dynamic planning begins
with the development of objectives and programs that are not expressed in dollar terms. These are the activities and elements of performance on which the real substance of the planning process is
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focused, because it is only through the effective planning and control
of these causal factors that a satisfactory profit result is ultimately
realized. The subsequent conversion of these operating plans into
integrated dollar terms is not true planning but only an incidental
(though necessary) end step in the whole process.
To illustrate this point, here are some examples of the nonfinancial elements of performance that form major parts of the total
planning process in some companies:
a) A mail order and retail chain-store company's semi-annual
merchandising, inventory, store-operating and facilities plans.
b) A n oil company's goals for the acquisition of new servicestation sites and for increasing the profitability of existing
stations through formalized dealer-training programs.
c) A consumer finance company's annual and longer-term goals
for the development of branch managers. This is perhaps the
most important single factor critical to the success of this
business, for in this industry, no company can grow much
faster than its supply of competent branch-office managers.
When, in contrast, we limit our planning efforts to the elements
of performance covered by the accounting system, we are in danger
of developing a process that has too much of a financial focus, that is,
a tool or set of mechanics for cash planning and predicting the probable results of alternatives, rather than a "way of running the business."
LONG-RANGE AS WELL AS CURRENT-YEAR PLANS

The third characteristic of dynamic business planning is that it
covers a long enough period of time to ensure that the company is
doing what must be done today if it is going to maintain its competitive strength in the future.
Profit planning, as performed in most companies, ordinarily covers
a period of one year into the future. Yet we know that in every industry what happens in any given period is the result of things that
were done or that happened before. This is likely to become increasingly true in the future as more and more costs tend to become fixed,
and as more and more management decisions tend to commit the
company for longer and longer periods into the future. For this same
reason, the idea has already been advanced that the current year's
budget, by itself, is obsolete as a planning device.
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This means that if we are to strengthen the planning process in
our companies, we must give increasing attention to planning the
things that have to be done well this year to maintain or improve on
the company's profit results and industry position in the years ahead.
The importance of this time dimension to the planning process can
be emphasized this way: The financial planning and control system
is made up of two major elements—a current profit plan and a forward
profit plan; two major plans are needed because management decisions
fall into two categories—those that will affect return on investment
several years forward and those that directly affect profits for the
current year; each reflects the impact of decisions on the corporate
return on investment by equating revenues, costs, and profits on one
hand with investment on the other.
The current-profit plan gives management information for planning and controlling operations during the current fiscal year.
The forward-profit plan furnishes management with information
for setting the long-term objectives of the business, developing plans,
measuring performance, and taking corrective action on elements of
performance that are decided on primarily before the start of the
current year.
In many companies, the label "long-range plan" is often applied
to a collection of statistical or financial projections of the company's
volume, income and cost for several years into the future. But such
forecasts are seldom more than a look at the future; they are not
"plans" in the true sense of the word, because they consist neither of
clearly determined goals nor of concrete action programs for achieving those goals. In addition, such projections do not provide the basis
for review and adaptation of the company's course of action to changing conditions.
One of the important steps that needs to be taken to make longrange planning a real force rather than an abstraction is to develop a
clear statement of the company's basic standing objectives expressed
in terms of:
a) The kinds of businesses the company wants to be in
b) Its demanded rate of return on invested capital
c) The share of market position it seeks to achieve or maintain
This statement of objectives will not only stimulate the development of specific and clearly defined long-range action programs, but
will also give a great deal of unity and direction to all phases of
current-year planning.
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A PLAN OF ACTION, NOT A FORECAST

The next characteristic of dynamic business plans is that they
specify what the company is going to do in the future to optimise its position rather than merely extrapolate past trends to indicate what the future
is going to do to the company.
To meet this test, plans must consist of two parts. First is a statement of the goals or objectives specifying what the company is going
to try to make happen. Next is the concrete action program outlining
the steps the company is going to take or the ways in which it plans
to spend money and effort to help make those end results happen.
A majority of so-called "plans" lack this sort of detailed programming. A n d yet without it, they are really only earnest hopes or informed predictions of what is likely to happen.
As an example, in working with a major oil company, I learned
that in one of the company's key markets, its share of industry position had declined during the preceding eight years from 41 per cent to
33 per cent, and that in the company's latest long-range "plan" it
expected to arrest this decline and regain some of the lost ground by
reaching a 38 per cent share-of-the-market position at the end of five
years. Upon further digging I learned that the company had no detailed
plan for achieving this 38 per cent goal. That is, no concrete programs
had been developed in terms of . . .
a) The kinds and quality of products needed
b) The kind and amount of selling effort needed (i.e., the number
and type of salesmen, the type of sales training, etc.)
c) The facilities required (i.e., the number and characteristics of
new service stations, the required improvement in existing
service stations, etc.)
d) The kinds and amounts of advertising and promotional efforts
e) The kind and amount of dealer training.
Without action steps expressed in terms of such details as these, the
company's five-year improvement in market position was really only
a hopeful statement of intent rather than a dynamic business plan.
As another example, in working with a major savings bank I
highlighted this two-part characteristic of business plans (setting
goals and developing action programs), in the following ways:
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a) Setting goals: The bank's long-range plans should specify the
end-result objectives it will work to achieve in the following
areas:
Total deposits
Number of depositors
Total amount of mortgage loans
Number of mortgages
Income as a percentage of total resources
Surplus and reserves as a percentage of total deposits
b) Developing action programs: In addition, if these goals are
to be achieved they need to be backed up by detailed action
programs of the following types:
i) Marketing the bank's services: Here the action program
would cover the steps needed to attract new accounts and
retain present ones, i.e., the kinds and locations of services needed to achieve the desired competitive position;
the kind of depositors it seeks to serve; the type and
amount of advertising, promotion, and public relations
needed; etc.
ii) Investment management: The kinds of investments required to maintain stability, provide adequate profits for
cushioning deposit increases, and permit the payment of
a competitive interest rate on deposits.
iii) Organization structure and manpower development: The
kind of organization structure needed to meet the bank's
growth objectives and to fix responsibility for end-result
performance in each of the areas critical to success; the
type and number of people needed; the recruiting and
training programs to provide supervisory and executive
requirements; the steps required to strengthen the administration of personnel policies and functions.
iv) Facilities plans: The expansion of facilities at existing
locations and the opening of additional branches.
v) Operating methods and procedures: The major steps
necessary to lower the cost of performing the bank's
day-to-day routines and to speed up or otherwise improve service to depositors and on mortgages.
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INDIVIDUAL CELLS OR BUILDING BLOCKS

Closely related to the preceding characteristic, if business goals
—i.e., controllable results—are to be attainable, they must be built
out of the individual cells or building blocks that reflect the things
the company is going to try to influence or change, or to which it is
going to apply its effort. A s an example, this means that a sales plan
ought to be built up from objectives or programs covering (1) individual major accounts and (2) specific major end users or end-use market
segments where beyond-the-customer market development is required.
If, in contrast to this approach, the sales-volume objective or manpower-requirements estimate should be arrived at in the aggregate or
on some over-all basis, it is again only an estimate or prediction rather
than a plan.
INTEGRATION OF BUSINESS PLANS

Next, dynamic business plans need to be integrated in the following ways:
• The current year's plan should tie into and be consistent with
the company's longer-range plan. Or stated another way, the
company's current year plan should simply be the short-term
portion of its longer-term plan.
• A l l plans—short- and long-range—should be consistent with and
designed to meet the company's over-all objectives. (Demanded rate of return, share of market, etc.)
• The operating plans for the various segments of the business
should be tied closely to each other throughout all phases
of the planning process. This means that:
a) A s persons in each segment of the business engage in
the planning process, they should have adequate knowledge of the related plans of other organization units. This
calls for a continuous coordination of thinking and flow
of information back and forth among all major departments throughout the planning process.
b) The operating goals and programs of all departments
should finally be unified into a single over-all plan covering revenue, cost, expense, and profit results; balancesheet position; capital expenditures; and cash flow. This
unified, quantitative reflection of the planning process we
refer to as the "dollar model of the business."

407

Without this kind of integration, the planning or budgeting activities of many companies result in a series of uncoordinated bits and
pieces rather one unified total plan.
As an example, in a mail-order and retail chain store, persons
in the merchandising and real estate departments were developing
their merchandising and facilities plans without the knowledge of
each others' activities. A s a result, the merchandising department
personnel might, on occasion, develop extensive plans for expanding
some merchandise lines without any coordination with the other
group on providing the facilities required to display such merchandise properly. Or, as another example, the top management of this
company might be asked to approve a capital budget without knowing whether it adequately reflected the company's merchandise plan,
its cash forecast, and the like.
A MEASURE OF OUTSTANDING PERFORMANCE

Another characteristic is that if business goals or objectives are
to serve a dynamic purpose, they must stretch the organization. That
is, they must represent a level of performance that is attainable but
that will not be obtained if the organization simply runs along as it
is. To be attained, the objectives should require careful programming
of effort and controlled execution of the program.
FLEXIBILITY

Finally, the planning process must provide for keeping goals
realistically geared to the basic conditions under which the company
is operating. This does not mean that goals should be regarded as
"rubber yardsticks" or as something to be compromised or abandoned
whenever they become difficult to achieve. If these devices are to
serve their dynamic purpose, the organization must develop the
attitude that plans are made to be carried out. But occasionally,
major changes do develop in the conditions or assumptions on which
plans were based. Hence, the planning process must be sufficiently
flexible to permit adaptation to such changes if they cause objectives
and programs to become grossly unrealistic. Without this flexibility
people are likely to ignore objective figures and to lose some confidence in the planning process as a useful tool for managing the
business.
One useful guide line to follow in achieving the right degree of
flexibility is to modify predetermined end-result goals only when sub408

stantial changes are called for in the underlying manpower use program and expense budgets on which the original goals were based.
Under this arrangement, if a variance from the original objective is
not sufficient to warrant altering the underlying programs, such a
variance from plans should simply be isolated and accounted for
in the variance-analysis report.
H O W M U C H P L A N N I N G IS P R O F I T A B L E ?

Fruitful, comprehensive business planning of the kind I have
been describing is never easy. It requires a great deal of consistent,
unified, competent, disciplined effort. This means considerable "thinking through" of a number of alternative objectives and the action
steps necessary to achieve them, and ultimate selection of the most
practical and profitable courses of action from among these alternatives. It also requires that real attention be given to coordinating and
balancing the efforts of the many organization groups participating in
the total company program. A n d to do these things well requires
substantial time and thought of a number of people, including key
executives.
In view of this fact, the question is sometimes raised as to
whether this kind of comprehensive planning is sensible or worth
while. A n d this question is particularly likely to be asked by companies faced with rapid change, seemingly unlimited growth opportunities, and similar circumstances. In other words, in a fast-moving,
growth situation, how much time, practically, should be spent on
planning instead of on doing?
In approaching this question we must recognize the danger of
"planning for planning's sake alone." That is, we must be conscious
of the need for not carrying planning beyond the point of diminishing
returns or of letting it become a burdensome or artificial preoccupation
to the organization. In addition, plans must certainly be flexible
enough that they do not delay or inhibit people from seizing promising new opportunities quickly. Finally, as already stated, since the
objectives comprising any plan may—for one reason or another—
become obsolete, provision must be made to alter them up or down
as the situation dictates, in order that they may continue to represent
a reasonable target and a sound basis for measuring performance.
Therefore, and this is particularly true of companies subject to
rapid change of any kind, executives must not feel that their every
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action must be preceded by a carefully detailed and approved plan
or that any given plan—once adopted—cannot be changed.
On the other hand it is well worth emphasizing again that
dynamic business planning is never easy. And, for this reason, real
care must be taken to keep from using such labels as "impractical" or
"unrealistic" as the excuse rather than the real reason for not carrying out a difficult but critically important job.
As long as these "facts of life" and potential pitfalls are clearly
recognized I believe that planning can be carried out thoroughly and
well without its becoming unduly burdensome to the organization.
M A K I N G D Y N A M I C BUSINESS P L A N N I N G W O R K
To be effective, business planning must be a living instrument—
not a confidential report in a locked drawer. Like true cost reduction
it is a philosophy that needs daily application and attention, frequent
review, and constant interpretation. To make dynamic business planning work, therefore, management must roll up its sleeves, throw away
tradition if necessary, and pitch in. Timid managers avoid planning
because it means committing themselves and the company to a course
of action that, although flexible enough to meet major changes in conditions, is rather definite. But most executives today realize that,
although it takes hard work and a considerable amount of courage to
attain the established goals, it is far more dangerous to allow the company to drift along with no definite goals to work toward.
PARTICIPATION AND COORDINATION

Beginning with the pre-planning stage, as many people as possible
should participate in creating the long-range plan. Give a little here
and there so that more people can point to a piece of the plan and say,
"That's my idea, my contribution." Soon the association broadens and
the entire planning effort becomes "our plan."
It is, of course, natural to expect executives to think primarily
about their own areas of responsibility, the controller about money
matters, the chief manufacturing officer about plant equipment, materials and personnel, the top marketing executive about sales forecasts and share of market. In many companies most of the coordinating between these somewhat diverse interests is done personally by the
president or an executive vice president.
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OBJECTIVITY

Every company has weaknesses, and it is just facing facts to
recognize them. The planning process should build on corporate
strengths. But it should be tempered in its aims or timing by any
weaknesses that are recognized. Many of these weaknesses can, of
course, be corrected. Other weaknesses must be tolerated for reasons
beyond management control. If, for example a vice president holds
his position simply because his family owns a significant share of the
company, this hard fact must be considered in planning. If this executive is weak on factual analysis, give him an assistant who can handle
that aspect of the job. If it's clear that, regardless of his ability or
performance, the man might be the next president, face that fact and
plan on it. Be objective, and the ultimate plan will have that much
additional chance of success.
SET INTERIM GOALS

Nothing in the company can be overlooked or omitted in developing a long-range plan. Time tables, specific plans, well defined responsibilities, checks and balances, and intermediate as well as longrange goals must be developed for every facet of corporate operations.
This kind of organized planning outlines the guide for management
action for at least five or ten years, and it provides a detailed plan
of operations for at least two years in the immediate future.
One reason that old-fashioned planning rarely worked was the
haphazard way in which interim goals were set. The so-called planning of a few years ago was often the result of a blue-sky management session held on a long week end in some secluded lodge or resort.
The optimists led the way, and the goals for the next year or five
years were frequently pegged more on enthusiasm than fact.
How natural then, for lower echelons of management to put little
faith in goals that were seldom or never achieved. Modern planning,
to regain the confidence of the entire company, swings the pendulum
back beyond center to compensate for existing attitudes. Goals for
the first year, for example, are sometimes deliberately set quite conservatively, with goals for subsequent years set closer to actual expectations. After one goal has been achieved, people at all levels rightfully take pride in the achievement and tackle the next goal without
skepticism.
Another interesting aspect of interim goals is the enthusiasm
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they can engender in people. It is not unusual to hear of young
managers insisting on higher interim goals—then going right ahead
and achieving them.
DEVELOP ALTERNATIVE PLANS

A frequent criticism of formal planning is that it encourages
inflexibility, and that it just can't be applied in certain industries
where seemingly uncontrollable factors control the business cycle.
But modern dynamic business planning, being a practical and objective management tool, incorporates alternative plans to be put into
effect in the event of an unexpected business recession or some other
significant change within the economy or a specific industry.
In a profit squeeze, for example, companies with comprehensive
business plans know where they can trim costs without impairing
achievement of long-term goals. Companies without this kind of planning that engage in the usual "paper clip and pencil" campaigns to
reduce costs often damage relations with employees or with suppliers
and customers far more than is warranted by the actual dollar savings.
B E N E F I T S A V A I L A B L E F R O M D Y N A M I C BUSINESS P L A N N I N G

Companies that have applied the dynamic business planning
philosophy have noted many benefits, some expected and some quite
unexpected.

"Fuzzy" management disappears when dynamic planning is applie
Ownership and management having made major decisions on corporate goals and developed specific action programs for the achievement of those goals must follow through with many other related
decisions. Real planning eliminates the gray areas of doubtful responsibility between executives and between departments and divisions.
Executives become more interested in the company as a whole. Because they see where the company is headed and understand the role
played by each function, they can apply themselves even more
strenuously to the fulfillment of their own responsibilities. And, since
dynamic planning forces a unification of departmental objectives and
programs, it will help to weld the total organization together.
"Down-the-line" employees are encouraged. When a company has
a plan for the future it is sure to have an effect on the people in the
company. The reasoning might go something like this: "If our
operations are going to be expanded into another territory in the next
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five years, we'll probably need more branch managers. I'd better do
something about getting prepared for one of those jobs." When a
man can see something for himself in his company's future planning
it is not hard to get his cooperation.
Crisis management becomes less pronounced. Many of the situations
that can compound a crisis are considered in the process of developing business plans, so "fire fighting" tends to disappear. Greater
emphasis can be put on the positive side of management by exception,
analyzing outstandingly good performance rather than remedying
mistakes. Once a systematic approach to business planning becomes
a built-in part of an organization's way of operating, it should increase
the effectiveness of executives and managers by making their day-today jobs easier. In short, dynamic business planning should help them
to run their jobs instead of being run by them.
Short-term dips assume less significance. If sights are focused over
the horizon—on conditions that will prevail after another five or more
years of population increase and improved economic conditions—then
a few months of lower volume do not appear to be so devastating.
Dynamic planning does not encourage complacence, but it enables a
company to view current events in the proper perspective.
New markets are entered as soon as possible. Companies that look
ahead are often able to recognize new business opportunities long
before these opportunities are actually available. As a result, they
are able to "get the jump" on their competitors who without such
planning are usually obliged to start with a handicap of several years.
Money and men come easier. Financiers increasingly are insisting
on knowing about a company's plan for the profitable use of additional funds. The need for money can be illustrated clearly and
logically in terms of a company's business plans. New executive talent
is also attracted to a company with modern planning. A man can
better envision his own growth and security when he knows that the
company's growth and profitability have been spelled out in a formal
planning program.
Commercial thinking becomes more of a habit. Responsible people
in an organization are called upon to take a longer-range view of their
total situation and to think critically about where they should be
going and why. This requires them to delineate more sharply the most
profitable of available alternatives and thoroughly to program efforts
to exploit these alternatives.

*

*
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*

In summary, this is a management technique that coordinates
all the people and functions of a company in the achievement of practical operating and financial goals developed on a scientific and objective basis. It is much more than business forecasting, which calls
for trends and projections; dynamic business planning goes further,
helping management to determine how to take advantage of the
trends, how to minimize the effects of unfavorable trends, and how to
attain reasonable and profitable objectives.
Dynamic business planning is working today in many companies
as a management service to anticipate corporate requirements and
corporate action. It is a mark of leadership by which good management is made more effective and good companies retain or attain recognition in their particular field.
The case histories of successful dynamic business planning taken
from many of the country's leading corporations are enough to convince anyone who still needs convincing that this type of planning,
in its modern sense, is one of the most significant advances in management thinking of the current decade.
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